Climate, weather, and its attributes such as temperature and number of rainy days are essential for the success of many tourism destinations. As climate scientists have determined that climate changes are inevitable, tourism destinations need to determine how to best manage these changes and mitigate any negative consequences. 
Introduction
The words "climate change" and "global warming" spark passion and debate among governments, citizens, and business owners. This leads to much discussion on rising sea levels, greenhouse emissions, and depletion of rain forests along with many other related topics. It is considered such a hot issue that much research on climate change has been undertaken, examining specifically its effects on the environment, the economy, and an individual's quality of life. Much of this research has followed the process established by the United Nations Framework Convention on Climate Change (UNFCCC) and the Kyoto Protocol (Dubois & Ceron, 2006) .
The tourism industry, if taken as the equivalent of a country by the amount of pollution it produces, has the fifth largest emissions after USA, China, Russia, and India. Much of these emissions are contributed by the transportation sectors of aviation and automobiles, with 40% and 32% respectively, and accommodations adding an additional 21% (Strasdas, 2010) . This information implies the industry's substantial contribution towards climate change, yet despite this fact, the tourism industry has received little attention by the UNFCCC.
While tourism is not currently a target for the causes of climate change, researchers do recognize the effect that the industry is having on destinations. Since 2000, there has been an explosion of studies focused namely on transportation, contributing to climate change and seasonal destinations such as ski resorts. For example, due to millions of individuals who travel annually, there is a substantial impact on the environment in terms of land use and energy consumption (Gossling, 2002) . In turn, these changes have altered specific natural resources like oceans, lakes, mountains, and various types of flora or fauna (Nickerson, Becerra, & Zumstein, 2011) . Ironically, many of the features climate change alters are some of the key attractions that motivate tourists to visit certain destinations. Changes to these items could result in changes in tourist demand and the flow of tourists among destinations.
One such climate feature is temperature and precipitation (Lise & Tol, 2002) . This attractor has been recognized as a motivator for tourists, particularly those seeking sun during their winter months (Rosselló-Nadal, Riera-Font, & Cárdenas, 2011) . Significant changes in temperature may lead to unfavorable or uncomfortable conditions, therefore resulting in tourists choosing alternative vacation destinations, shifting their vacations to different times of the year, or impacting their levels of satisfaction whilst on vacation.
Within academia, while the relationship between tourism and climate was noticed in the 1950s, climate was viewed as something stable for destinations (Hein, Metzger, & Moreno, 2009 ). However, climate scientists have determined that climate change is inevitable. Due to the competitive nature of tourism businesses and the sensitivity of destination choices by tourists, the question for tourism professionals is how to best manage these changes and mitigate any negative consequences (Lise & Tol, 2002) . At present, scant research has addressed tourist satisfaction directly with climate conditions, and few assessments exist to assist managers in addressing climate change proactively (Moreno & Becken, 2009) . Therefore, the purpose of this study was to examine climate attributes and their importance on a traveler's behavior and satisfaction. It is hoped that findings will assist in identifying the kinds of information that may be useful in maintaining successful tourism enterprises.
Review of Literature
Tourism is similar to other industries in that the economic stability of such is climate sensitive. For example, the agricultural industry and its success are climate dependent. Most research suggests that climate influences the destination choice of tourists (Bigano, Hamilton, & Tol, 2006; Gossling & Hall, 2006; Lise & Tol, 2002; Maddison, 2001) , and many people travel to specific destinations with the expectation of more favorable climactic conditions than where they live (Amelung, Nicholls, & Viner, 2007) . For example, Perry (1993) found that 70%-80% of holiday makers from the United Kingdom ranked climate as a primary motivator for their travels and Lohmann and Kaim (1999) found that Germans ranked climate as their third primary motivator.
This type of behavior can be seen throughout tourism's history with British seaside resort and beach holidays playing a central role in the development of coastal towns such as Brighton and Bradford (Walton, 2005) . Similarly, the first mass tourism "4S" vacation package of Sun, Surf, Sand, and Sex was based around people seeking sunnier pastures during their vacations. Nowadays, this type of behavior still exists and certain nationalities are infamous for frequenting particular destinations, the most famous being British citizens' traveling to the Mediterranean coast to escape their dark and cold winter (Perry, 2000) .
Climate Preferences
The perceived weather and/or climate at a destination can have as much weight on travel decisions as the actual weather or climate, or impact a tourist's level of enjoyment when on vacation (Curtis, Arrigo, Long, & Covington, 2008) . For example, De Freitas's (1990) study in Kure Beach Australia found that weather, including air temperature, wind, and clouds, was considered crucial for beach visitation. As many recreational activities and attractions depend on the weather, subtle changes in such may impact the level of comfort, involvement, or safety of tourists, thus impacting the number of visitors to particular areas (Moreno & Becken, 2009) .
Numerous studies have examined tourist preferences for specific climate and weather attributes. The Tourism Climate Index (TCI), developed by Mieczkowski (1985) , was the first model designed to assess the general comfort level for tourism activities based on climate attributes. The original TCI has five sections: (1) daytime comfort (maximum daily temperature, minimum daily relative humidity); (2) daily comfort (mean daily temperature, mean humidity); (3) precipitation (total precipitation); (4) sunshine (total hours of sunshine); and (5) wind (average wind speed).
Several studies have used a modified TCI for a number of destinations, across the globe including beach areas and major cities to assess how seasonality might be affected by climate conditions (Amelung et al., 2007; Matzarakis & De Freitas, 2001; Morgan, Gatell, Junyent, Micallef, Özhan, & Williams, 2000) . Hamilton and Lau (2004) used the TCI to examine the role information about a destination's climate has in the decision-making process of tourists in selecting a destination. The authors of the study found several climate characteristics that were important for the traveler. First, outside temperature was found to be a dominant factor as well as the number of rainy days, duration of sunshine, and water temperature. In addition, Hamilton and Lau (2004) concluded that weather and climate, although having two very different literal meanings, are considered synonymous by the general public and therefore viewed as the same thing. Thus, Hein et al. (2009) called for further specification to assist with clarification.
The TCI may not be synonymous for all activities. Hein et al. (2009) commented that the majority of studies focus on the optimal temperatures for light activities, with the result being 20°C-27°C; however, Scott, Gossling, and De Freitas (2008) found that the range of 26°C-28°C was the ideal range for beach activities. Similarly, studies have shown that tourists from different nationalities have a variety in their preferences. Lise and Tol (2002) found that OECD tourists preferred an average of 21°C as the hottest temperature, whereas Maddison (2001) found that British tourists' optimal average daytime maximum is 29°C.
Shifts in Destination Temperatures
As warming continues to occur, it is predicted that tourists will spend their vacations in alternative destinations (Rosselló-Nadal et al., 2011) . Higher temperatures will negatively change the optimal holiday weather conditions, thereby affecting the outbound flow of tourists (Rosselló-Nadal et al., 2011) . As observed by Carter (1991) , a shift in climate of 4°C, regardless of the level of precipitation, would alter the optimal summertime climate. Due to this weather sensitivity of outbound tourists, this redistribution poses a serious threat to destinations that are heavily reliant upon income from tourism (Bigano et al., 2006) . For example, in Europe, temperature, the number of sunlight hours, and the lack of precipitation dictate a large amount of international tourism flow and changes to this may impact tourism receipts (Amelung & Viner, 2006) . However, because the predicted impacts and adaptations will be country specific, changes in tourism flow will be to the advantage and disadvantage of individual destinations (Gossling & Hall, 2006; Hein et al., 2009) . It is predicted that tourist expenditure in colder countries may double, and tourism expenditure in warmer countries may halve (Bigano et al., 2006) .
There have been several studies conducted to predict anticipated warming scenarios. For example, using historical weather data from 1961 to 1990, Amelung et al. (2007) constructed a series of current and future weather time spans, and compared the results with conditions within the TCI. Based on their calculations, they found that countries within the Mediterranean regions of Spain, France, Italy, Greece, and Turkey may experience a decline in tourism numbers, as their destination is likely to become too hot for comfort in the peak of summer. They also noted that similar types of destinations, such as the Caribbean, may also suffer from similar situations. However, they found that countries within the Northern Europe will receive an improved number of visitors. Bigano et al. (2006) also examined how travelers' decisions on a destination may be shaped in the future by climate changes. They found that individuals who live in a warmer climate may already be more selective than those who live in a colder climate. In other words, travelers who live in a colder climate did not seem to mind extreme hot or colder temperatures when they traveled. Those who live in a warmer climate were more likely to prefer a destination that was more moderate in temperature. Bigano et al. (2006) concluded that destination and accommodation providers in an area in which temperatures are likely to rise should concentrate on the individuals from a colder climate, as they are more likely to receive strengthened loyalty from travelers from cold places rather than hot places. Braun, Lohmann, Maksimovic, Meyer, Merkovic, Messerschmidt, Riedel, and Turner (1999) conducted hypothetical experiments to test if tourists would still choose or prefer a destination if the climate changed from their present conditions. Their results, restricted to tourists in a Northern Germany coastal region, indicated that tourists would be less inclined to visit if conditions changed. Perry (2000) also commented that some tourists were reluctant to visit destinations that are predicted to be warmer as they pose an increased risk to an individual's health, with regard to skin cancer, or suffering from symptoms induced by heat waves. Hein et al. (2009) reported two scenarios for Spain based on the anticipated changes in climate. The first showed an average decrease of tourists by 14%, with a 26% decline in the summer and a 6% decrease for the rest of the year. The second scenario predicted that tourist numbers would drop 18% in the summer months (June-August), however, the remainder of the year would experience an increase of 4% in visitor nights. The main difference for each scenario is the number of arising competing destinations due to changes in their weather conditions (now having better weather conditions), or modifications in their home countries' weather (as Spain receives a large number of German and British tourists and both are predicted to get warmer).
Shifts in Seasonality
Therefore, certain destinations that are predicted to be affected by changes in climate will experience shifts in seasonality, whereby optimal temperatures will fall outside of the conventional "summer holiday" period (Rosselló-Nadal et al., 2011) . This change could shift seasonality and see an improvement in tourism numbers in the shoulder seasons of autumn and spring and a decrease in summer (Amelung & Viner, 2006) . Amelung et al. (2007) noted that these changes in temperature may alleviate the current pressures caused by seasonality. At present, periods of high seasonality typically revolve around the timing of religious and school holidays, as well as standing societal practices or norms (Amelung et al., 2007) . These periods are viewed as the "window of opportunity" to plan holiday activities, and this tradition is still prevalent despite any changes to modern day lifestyles of families.
While the extension of the shoulder seasons is good, the problem arises when considering the formal breaks structured around the summer months, and how this will constrain tourists from traveling to their traditional locations, thus forcing them to choose an alternative destination if they are interested in seeking optimum temperatures. Amelung et al. (2007) also noted that due to travel parties having a variety of travel times (e.g., different dates of staggered school holidays), there may be a mismatch of available holiday time resulting in changes in destination choices. If this problem arises, then previously chosen locations may receive little to no visitation in their shoulder seasons, as tourists choose alternative destinations for their summer vacations (Rosselló-Nadal et al., 2011) . Hein et al. (2009) noted that this may not be a problem for the older generation who has a greater flexibility in the timing of their vacations. Similarly, Amelung and Viner (2006) believed that because there has been a shift in couples without young children and an increase in pensioners, both of whom have greater flexibility, it lessens the potentially detrimental impacts that changes to seasons may have on tourism destinations. Hamilton and Lau (2004) urged for further investigation to pursue differences among tourist groups in terms of demographics or purpose of travel. Rosselló-Nadal et al. (2011) agreed, describing how much of the research to date has focused around nationalities or activities rather than their age or generation. Furthermore, the nationality clustered studies have focused primarily on residents from one country, or just a few countries, and few have attempted to encompass all destinations or destinations in general (Bigano et al., 2006) .
Differences in Generational Age Groups
The practice of examining individuals by their generation is the idea that individuals are fundamentally shaped and their behavior is influenced by significant events during their generation. Used extensively by marketers, generational marketing has been successful in predicting consumer behavior by age and could be a useful tool to assess climate preferences.
The Silent Generation came of age in the 1950s and is considered as a generation of helpers who desire to make the world a safer place after times of war. This generation was one of the first to redefine the concept of age. They view themselves as active individuals who feel 15 years younger than they really are (Frenkel, 2008) . Baby Boomers are defined as busy individuals who look for convenience and they are among the first to truly believe that the world will improve with time. A large group in terms of actual numbers, they are either retiring or nearing retirement age (Fishman, 2011) . This group also looks to extend their healthy years by being physically active in their travel and engaging in activities such as yoga and other spiritual activities (Yeoman, 2012) .
Generation X (Gen X) is most likely to be more highly educated than the generations before them and more entrepreneurial in business (Fishman, 2011; United States Census Bureau, 2009) . They are more likely to engage in volunteer activities in their travel and also desire to engage in multiple leisure activities when they travel. Generation Y (Gen Y), also known as Millennials, came of age in the era of the internet. In their travel, they are motivated to do so more often and view travel both domestic and international as a mainstream way of life (Pendergast, 2010; Richards, 2007) .
Age has shown to be an important factor in a person's attitudes towards the environment in general. McMillan, Hoban, Clifford, and Brant (1997) found that younger individuals believed in protecting the environment more than older individuals. This finding lends to the notion that as people age, they have more conservative views (D. A. Vlosky & R. P. Vlosky, 1999) . More recent studies have investigated relationships with age and climate change. A recent study completed in the countries of the European Union found that persons aged 55 or older were less likely to state that climate change is a serious problem. In addition, middle aged and younger ages equated the state of the economy as equally important as climate change (Eurobarometer, 2009) .
This study aimed to expand upon the current scholarly activity asked the following research questions: (1) What climate variables are important in the choice of a destination for tourists? (2) What effects do these have on perceived effects of climate change on a destination and overall satisfaction with climate at the destination? and (3) Are there any differences among generational age groups, their satisfaction, perceived effects, and climate attributes?
Methods
The participants for this study were a convenience sample of adult English-speaking travelers traveling in the Mediterranean regions of Italy, Greece, Turkey, and France during the summer of 2009, specifically from mid June to mid July. The subjects were approached by undergraduate students participating in a summer study abroad experience in public areas such as airports, organized tours, and on a cruise ship. In some cases, the survey was read aloud to some survey participants as English was not their first language. A total of 264 surveys were obtained with this process.
The paper and pencil survey was divided into three separate sections. The first section asked participants demographic questions such as country of origin, age, education, and gender. It also included questions about travel party size, daily travel budget, and how they planned their travel. Section 2 asked each participant to rate destination climate attributes such as outside water temperature, duration of sunshine, number of rainy days, UV radiation, and air quality. The participants were asked to rate the importance of each climate attribute on a 5-point Likert scale ranging from 1 = Not at all important to 5 = Very important. These were modified TCI climate attributes borrowed from Hamilton and Lau (2004) . Section 3 determined the extent of the participant's knowledge or attitude to climate conditions and their association with their destination choice. Questions addressed satisfaction with climate conditions at their chosen destination and if they felt that climate changes were affecting travel destinations as a whole.
These were also measured on a 5-point Likert scale ranging from 1 = Not at all to 5 = Very much. Additional questions in this section asked how often the participants checked the weather before their trip and what sources they sought this information from. These were also borrowed and modified from Hamilton and Lau's (2004) study.
Several analyses were used to interpret the data using Statistical Package for Social Sciences (SPSS) 18.0. First, descriptive statistics were computed for an accurate profile of the sample. The individual age groups of the participants were grouped together into generational segments for further analysis. These were the Silent Generation (age of birth during 1925-1942), Baby Boomers (age of birth during 1943-1960), Generation X (age of birth during , and Generation Y (age of birth during 1982-2000). These age groups were formed based upon the extensive generational marketing research by Fishman (2011) .
Next, a standard multiple regression allowed for an examination of which demographic variables and climate conditions were significant predictors of an individual's perception of climate's effects on travel destinations or their satisfaction of climate conditions at their destination. Finally, a series of analysis of variance (ANOVA) tests were used to examine differences among the age groups of Silent Generation, Baby Boomers, Generation X, and Generation Y in their perceptions of climate-related conditions and travel destinations.
Results
A complete demographic profile of the participants can be found in Table 1 . Descriptively, each gender was represented equally with 49.8% males and 50.2% females. A majority of their ages fell into Generation Y (38.5%), however, all the other age groups, Silent Generation, Baby Boomers, and Generation X, were well represented. They were an educated group, with 65.4% of the sample reporting at least completing some college or having finished a college degree.
According to Table 1 , a majority of the participants traveled with at least one other person (39.6%), however, most of the participants traveled in a larger group of three or more (45.8%). Daily budget for their travel was modest, with 81.4% reported having $150.00 or less budgeted. Overwhelmingly, the participants planned their travel independently (61.1%) without using a travel agent or group tour operator. Interestingly, however, their sources of information for planning the travel were not all internet-based. Many relied on family and friends (13.6%), own past experience (27.3%), or a travel agent (25.4%) instead of internet reviews (14.0%). The survey participant's overall perceptions of climate conditions and the perceptions of their effects on travel destinations are depicted in Tables 2 and 3 . As a group, the participants appeared to be lukewarm on the idea that climate conditions were important when making a choice of travel destination. While they agreed that they were somewhat important, on average, they did not feel that climate conditions were extremely important. Of the 11 items presented to the participants, the climate conditions rated the highest of importance were number of rainy days (M = 3.83), maximum outside temperature (M = 3.67), water temperature (M = 3.66), and consistency of outside temperature (M = 3.66). The climate conditions that were rated as least important were wind conditions (M = 3.04), air quality (M = 3.12), and UV radiation (M = 3.18).
Similar to the participants' perceptions of climate conditions, their impression of climate change affecting travel destinations as a whole was mild (M = 3.52) as well as their satisfaction with climate conditions once they traveled to their destinations (M = 3.45). Climate attributes are based on a 5-point Likert scale ranging from 1 = Not at all important to 5 = Very important; climate awareness is also based on a 5-point Likert scale ranging from 1 = Not at all to 5 = Very much. Next, a regression analysis was conducted to determine what variables might predict an individual's perceptions of climate conditions at travel destinations. Entered into the first regression formula were all 11 climate condition survey items, as well as gender, age (grouped by generation), country of residence, education, travel party size, and daily budget as independent variables. The dependent variable was their perception that climate conditions are affecting travel destinations. This model was not significant (F = 1.134, p = 0.127) and is illustrated in Table 3 .
A second regression model was performed using the same independent variables as above. However, the independent variable for this model was satisfaction with climate conditions, while the participants were at a specific travel destination. This model was significant (F = 3.302, p < 0.0001) and the results can be found in Table 4 . While none of the demographic variables contributed significantly, the climate conditions did. The significant predictors were water temperature (p = 0.046), number of rainy days (p = 0.006), cloudiness (p = 0.020), wind conditions (p = 0.001), and air quality (p < 0.0001). Water temperature, number of rainy days, and air quality were positive relationships. Therefore, the warmer the water, the better the air quality and the more rainy days led to greater satisfaction at their destinations. Cloudiness and wind conditions were negative relationships. In other words, the less cloudy and the less amount of wind, the greater the satisfaction. The only curious result is the negative relationship with the number of rainy days. The sample here preferred more rainy days at their destinations. A closer look at the actual weather conditions in the Mediterranean sections of Italy, Turkey, Greece, and France in the summer of 2009 revealed higher temperatures above the averages for that time of year with averages of 28°C-29°C and actual temperatures of 32°C-33°C. In addition, there was little to no precipitation, high humidity, and low wind speed (WUnderground, 2014) . The results in the regression model may be a result of actual conditions in the area and a desire for a break from the heat at the height of summer.
Lastly, a series of ANOVAs among the age groups of the Silent Generation, Baby Boomers, Generation X, and Generation Y with their responses to perceptions of climate change at travel destinations revealed significant differences among the groups. Differences were found among the climate conditions of water temperature, duration of sunshine, number of rainy days, and amount of daily precipitation. The age groups also differed in their perceptions on climate change affecting travel destinations as a whole. These findings are illustrated in Table 5 .
Post-hoc Tukey honestly significant difference (HSD) tests were performed and the individual means were examined to reveal where the differences exist for each item as a result of the ANOVAs. For water temperature, the Baby Boomers (M = 4.03) were significantly different from the Silent Generation (M = 3.09) and Generation Y (M = 3.54) in its importance. Baby Boomers felt that water temperature is important to the travel destination choices more so than the Silent Generation or Generation Y.
Generation Y (M = 3.66) significantly differed from the Silent Generation (M = 3.05) and the Baby Boomers (M = 3.27) in the duration of sunshine for their travel. Therefore, Generation Y felt more than the other two age groups that the length of the sunshine for the day is important in choosing a travel destination.
Number of rainy days also significantly differed in the post-hoc tests among the Silent Generation (M = 3.26), the Baby Boomers (M = 3.92), and Generation X (M = 3.95). Therefore, Baby Boomers and Generation Y feel that the number of rainy days is more important than the Silent Generation in their choice of a destination.
Closely connected to the number of rainy days was the amount of daily precipitation. For this climate condition, the Baby Boomers age group (M = 4.05) significantly differed from all the other age groups: Silent Generation (M = 3.39), Generation X (M = 3.46), and Generation Y (M = 3.41). 
Discussion and Conclusions
The lack of any climate attributes' significance in affecting the opinion if climate change is affecting travel destinations may indicate several things. This may refute the commonly held belief that individuals are choosing one destination over another based on climate attributes. This is similar to Gossling and Hall's (2006) assertion that while important there is a lack of evidence weather plays a role in where a traveler may book a holiday.
Perhaps the tourists in this sample have a lack of knowledge about the historical climate of the area and therefore have no prior knowledge to base it on. This is supported in the finding that a travel agent and own past experience were more likely to be the sources of information about travel than internet sources (and presumably a more up-to-date resource). Further study examining first and repeat visitors might yield different results as repeat visitors presumably would have some additional prior awareness and avoid unfavorable times of year to travel to specific destinations. Expanding the time of year under examination beyond the time period of mid June to mid July here might yield additional insights. Alternatively, residents of the destination might also have a different viewpoint. In addition, in future research, it might be interesting to ask if the travelers believe that climate change exists and consider any effects this philosophical belief may have on travel decisions.
Weather and climate did play a role in determining satisfaction of the participants in this study. The recorded daily temperatures were higher than the averages in the travel areas of Italy, Greece, Turkey, and France and higher as found as optimal in past research (Hein et al., 2009; Lise & Tol, 2002; Scott et al., 2008) . The sample here agreed and while although preferred the warmer water temperatures desired some rainy days as a break from the higher outside temperatures.
In addition, differences among individuals from different countries on their perceptions of climate conditions and any effects on travel decisions could also yield useful information as a majority of the sample were either European or from the United States. This may be the result of those surveyed for this study who were English-speaking participants and must be considered as a weakness of the study.
In addition, this study did not consider the types of leisure activities the participants either wanted to or did engage in during the course of their travels. Therefore, the kinds of activities could be examined as a further investigation as many activities are considered as weather and/or climate sensitive.
The results presented here could suggest that age plays a role in preferred climate conditions. In general, the Silent Generation rated most of the climate attributes as less important considerations in their travels than other generations. Perhaps this generation does not travel as often or prefer more activities that are located indoors; therefore, climate conditions were not as important. Also possibly, the older generations are more flexible in the times of the year they travel as they may be retired. Namely, the Baby Boomers generation felt that the climate attributes were more important than other generations. In addition to retirement, these individuals may have a fixed income and wish to "make the most of it" while on holidays with good experience and weather.
